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ABSTRACT 

This study aims to analyze the effect of price and brand ambassador on the export volume 

of Mills products in the Malaysian market. Using a quantitative approach, data were 

collected through an online survey of 100 consumers in Malaysia who are familiar with 

or have seen promotions for Mills products. Secondary data in the form of sales data (sold 

count) from the Shopee Malaysia platform was used as a proxy for export volume. 

Multiple linear regression analysis with SPSS version 27 was employed. The findings 

reveal that partially, price has no significant effect on export volume (t-count 0.782 < t-

table 2.160, sig. 0.449 > 0.05). Brand ambassador also has no significant effect on export 

volume (t-count -0.875 < t-table 2.160, sig. 0.399 > 0.05). Simultaneously, price and 

brand ambassador have no significant effect on export volume (F-count 0.545 < F-table 

3.885, sig. 0.593 > 0.05) with an Adjusted R Square value of -0.069. These results indicate 

that fundamental factors such as product quality, technological innovation, distribution 

channels, and sales promotions are more dominant considerations for Malaysian 

consumers in making purchasing decisions for sports products. 

Keywords: Price, Brand Ambassador, Export Volume, Mills, Malaysian Market. 

 
ABSTRAK 

Penelitian ini bertujuan untuk menganalisis pengaruh harga dan brand ambassador 

terhadap volume ekspor produk Mills di pasar Malaysia. Dengan menggunakan 

pendekatan kuantitatif, data dikumpulkan melalui survei online terhadap 100 konsumen 

di Malaysia yang mengetahui atau pernah melihat promosi produk Mills. Data sekunder 

berupa data penjualan (sold count) dari platform Shopee Malaysia digunakan sebagai 

proksi volume ekspor. Analisis regresi linear berganda dengan SPSS versi 27 digunakan 

untuk analisis. Hasil penelitian menunjukkan bahwa secara parsial, harga tidak 

berpengaruh signifikan terhadap volume ekspor (t-hitung 0,782 < t-tabel 2,160, sig. 0,449 

> 0,05). Brand ambassador juga tidak berpengaruh signifikan terhadap volume ekspor (t-

hitung -0,875 < t-tabel 2,160, sig. 0,399 > 0,05). Secara simultan, harga dan brand 

ambassador tidak berpengaruh signifikan terhadap volume ekspor (F-hitung 0,545 < F-

tabel 3,885, sig. 0,593 > 0,05) dengan nilai Adjusted R Square sebesar -0,069. Hasil ini 

mengindikasikan bahwa faktor-faktor fundamental seperti kualitas produk, inovasi 

teknologi, saluran distribusi, dan promosi penjualan menjadi pertimbangan yang lebih 

dominan bagi konsumen Malaysia dalam mengambil keputusan pembelian produk 

olahraga. 

Kata Kunci: Harga, Brand Ambassador, Volume Ekspor, Mills, Pasar Malaysia. 

mailto:muhamad.dzikri@widyatama.ac.id
mailto:%20ayuningtyas.yuli@widyatama.ac.id


2026. COSTING: Journal of Economic, Business and Accounting 9(4): 301-316 

 

 

302 

INTRODUCTION 

The Malaysian sports product 

market has experienced substantial 

growth in recent years, driven by 

increasing disposable income and 

shifting consumer preferences toward 

active and healthy lifestyles. In 2025, the 

Malaysian sports market reached a value 

of MYR10.0 billion with an 8% growth 

rate, making it one of the most attractive 

markets in the Southeast Asian region 

(Euromonitor International, 2026). The 

same report reveals that the growing 

middle class is the primary driver of this 

growth, with the apparel and footwear 

market in Malaysia projected to reach 

MYR1.6 billion by 2030. This condition 

creates both opportunities and challenges 

for various sports brands seeking to 

expand or maintain their market share in 

Malaysia. 

Nevertheless, the Malaysian 

sports product market is also 

characterized by a high level of 

concentration, where global brands 

dominate the competitive landscape. 

Nike and Adidas each held a 13% market 

share in 2025, while Skechers followed 

with 10% (Euromonitor International, 

2026). These two market leaders 

maintain their leadership through large-

scale operations, strong brand equity, 

and continuous innovation. This 

situation indicates that the Malaysian 

sports market is a competitive market 

with relatively high entry barriers for 

new brands or brands seeking to expand 

their market share. 

Consumer trends in the 

Malaysian market also show interesting 

shifts that industry players need to 

consider. Increasing awareness of 

sustainability has become an important 

factor in purchasing decisions, where 

Malaysian consumers are becoming 

more selective in choosing 

environmentally friendly products. 

Additionally, brand ambassador 

involvement has proven effective in 

building brand credibility and 

connections with the sports community. 

Digital trends cannot be ignored either, 

with e-commerce offering convenience 

and a wider selection for sportswear 

consumers in Malaysia. Local players 

are expected to leverage national pride 

and cultural relevance to compete in the 

future. 

Amidst this intense competition, 

Mills, an Indonesian sports equipment 

brand, has taken strategic steps to expand 

its presence in the Malaysian market. In 

November 2025, Mills officially 

appointed Universal Sports Sdn. Bhd. as 

the sole distributor of Mills apparel 

products in Malaysia, a move expected to 

strengthen Mills' position in sports 

product marketing and sales in the 

neighboring country. This expansion 

step is a continuation of Mills' global 

strategy, which had previously 

successfully penetrated the European 

market through partnerships with 

Tranmere Rovers in England and F.C.V. 

Dender in Belgium. 

In an effort to build brand 

awareness and credibility in the 

Malaysian market, Mills established a 

strategic partnership with Terengganu 

FC, a club competing in the Malaysia 

Super League. This partnership, 

announced in October 2025, makes Mills 

the Official Footwear Partner for the 

2025-2026 competition season, where 

the entire Terengganu FC team, from the 

main squad to the development team, 

will use Mills-made shoes. This 

collaboration with a professional football 

club is expected to increase Mills' brand 

exposure among Malaysian consumers 

who have a high interest in sports, 

particularly football. 

In addition to club partnerships, 

Mills also adopts an athlete-centered 

approach (brand ambassador) by 

partnering with several professional 
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athletes from both Indonesia and 

internationally. Some athletes who have 

collaborated with Mills include Sandy 

Walsh (Indonesian National Team player 

playing for KV Mechelen, Belgium), 

Marc Klok (Persib Bandung player and 

Indonesian National Team member), 

Maxwell Souza (Brazilian player for 

Persija Jakarta), and Muhammad Albagir 

(Indonesian Futsal National Team 

Goalkeeper). Mills has also launched 

signature shoes with these athletes as a 

form of commitment to product 

development that meets the needs of 

professional athletes. 

The role of professional athletes 

as brand ambassadors has a significant 

influence on consumer perceptions and 

brand loyalty. The source credibility 

model theory states that the effectiveness 

of an endorser is determined by three 

main dimensions: expertise, 

trustworthiness, and attractiveness 

(Ohanian, 1990). Professional athletes, 

with their achievements and dedication 

in their respective sports, naturally fulfill 

the expertise and attractiveness 

dimensions. When a professional athlete 

uses a particular product in competitions 

or training, consumers tend to associate 

that product with high quality and 

performance. 

Beyond brand ambassador 

selection, the price aspect is a 

fundamental consideration that Mills 

cannot overlook. A survey conducted by 

Milieu Insight shows that practical 

considerations such as cost savings, 

convenience, and flexible payment 

methods significantly influence 

Malaysian consumers' purchasing 

behavior, especially among young 

buyers seeking greater financial 

flexibility. Malaysian consumers, 

particularly Gen Z, expect easy and 

intuitive digital experiences, with a 

preference for payment methods such as 

digital wallets reaching 52% (Adyen 

Index, 2025). This indicates that 

competitive pricing strategies, combined 

with transaction convenience, are 

important elements in driving 

purchasing decisions. 

Although Mills has implemented 

various strategic efforts through club 

partnerships, recruitment of professional 

athlete brand ambassadors, and 

competitive pricing, there are gaps that 

need to be examined more deeply. First, 

it is not yet empirically known to what 

extent the effectiveness of Mills' brand 

ambassador strategy influences export 

volume in the Malaysian market. 

Previous research on brand ambassadors 

has focused more on major global brands 

such as Nike and Adidas, while studies 

on emerging market brands expanding 

into regional markets remain limited. 

Second, there is no research examining 

the interaction between price and brand 

ambassador variables in the context of 

Indonesian sports products in the 

Malaysian market, where cultural factors 

and consumer preferences may differ 

from the domestic market. 

This research is important and 

urgent for several reasons. Practically, 

the findings of this research will provide 

valuable input for Mills management in 

allocating resources between pricing 

strategies and investment in professional 

athlete brand ambassadors. 

Academically, this research will enrich 

the literature on international marketing 

management, particularly branding 

strategies of emerging market brands 

when entering neighboring markets with 

different consumer characteristics. 

Based on this background, this 

study aims to analyze the effect of price 

and brand ambassador on the export 

volume of Mills products in the 

Malaysian market. The research 

questions are formulated as follows: (1) 

Does price significantly affect the export 

volume of Mills products in the 
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Malaysian market? (2) Does brand 

ambassador significantly affect the 

Price  

Price is one element of the 

export volume of Mills products in the 

Malaysian market? (3) Do price and 

brand ambassador simultaneously 

significantly affect the export volume of 

Mills products in the Malaysian market? 

 

LITERATUR REVIEW 

International Trade Theory 

International trade is the activity 

of ìexchanging goods and sìervicìes across 

national bordìers, drivìen by diffìerìencìes in 

rìesourcìes, tìechnology, consumìer 

prìefìerìencìes, and thìe comparativìe 

advantagìes of ìeach country. In thìe 

contìext of this rìesìearch, thìe ìexpansion of 

Mills products from Indonìesia to 

Malaysia is a form of implìemìentation of 

intìernational tradìe practicìes whìerìe thìe 

company utilizìes forìeign markìet 

opportunitiìes to incrìeasìe ìeconomiìes of 

scalìe and ìexport volumìe. 

Thìe thìeory of comparativìe advantagìe put 

forward by David Ricardo (1817) 

ìexplains that a country will bìenìefit from 

intìernational tradìe if it spìecializìes in 

producing goods that havìe rìelativìely 

lowìer costs comparìed to othìer countriìes. 

Howìevìer, in thìe contìext of a brand likìe 

Mills, advantagìe liìes not only in 

production costs but also in thìe ability to 

build brand ìequity and product 

diffìerìentiation in intìernational markìets. 

In thìe contìext of ìexport volumìe, Atmaja, 

Oktavia, & Angìesti (2026) analyzìed thìe 

ìexport compìetitivìenìess of East Java's 

manufacturing products and found that 

Indonìesian products rìemain compìetitivìe 

in intìernational markìets, with thìe GDP 

pìer capita of trading partnìer countriìes 

playing an important rolìe in ìexport 

sustainability. This supports Mills' 

stratìegy of choosing Malaysia as an 

ìexpansion markìet, considìering that 

Malaysia has a rìelativìely high GDP pìer 

capita in thìe ASEAN rìegion and a 

growing middlìe-class population. 

markìeting mix that gìenìeratìes rìevìenuìe, 

unlikìe othìer ìelìemìents that gìenìeratìe costs. 

In thìe contìext of intìernational markìeting, 

pricing dìecisions bìecomìe morìe complìex 

bìecausìe thìey involvìe factors such as 

transportation costs, tariffs, ìexchangìe 

ratìe fluctuations, consumìer purchasing 

powìer in thìe targìet markìet, and 

compìetitor stratìegiìes. 

Thìe pìercìeivìed valuìe thìeory put 

forward by Zìeithaml (1988) ìexplains that 

consumìers do not only considìer thìe 

absolutìe pricìe of a product, but also thìe 

valuìe thìey obtain rìelativìe to thìe sacrificìe 

thìey makìe. Pìercìeivìed valuìe is thìe rìesult 

of consumìer ìevaluation of product 

bìenìefits comparìed to thìe costs that must 

bìe paid. In thìe contìext of this rìesìearch, 

pricìe is assumìed to influìencìe ìexport 

volumìe bìecausìe compìetitivìe pricìes will 

ìencouragìe an incrìeasìe in thìe aggrìegatìe 

quantity dìemandìed by Malaysian 

consumìers. 

Thìe pricìe dimìensions usìed in this 

study includìe: (1) pricìe affordability - 

consumìer pìercìeption of whìethìer a 

product's pricìe is in linìe with thìeir 

financial capabilitiìes; (2) pricìe-quality 

rìelationship - consumìers tìend to usìe 

pricìe as an indicator of quality; (3) pricìe 

compìetitivìenìess - thìe ìextìent to which 

Mills product pricìes comparìe to similar 

products from compìetitors; (4) pricìe-

valuìe congruìencìe - consumìer ìevaluation 

of thìe bìenìefits obtainìed comparìed to thìe 

pricìe paid; and (5) pricìe transparìency - 

clarity of pricìe information in thìe digital 

ìera. 

 
Brand Ambassador 

A brand ambassador is a public 

figurìe usìed by companiìes to promotìe 

thìeir brand, products, or sìervicìes to thìe 

public. In thìe contìext of sports 

markìeting, profìessional athlìetìes arìe 

oftìen chosìen as brand ambassadors 
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bìecausìe thìey havìe crìedibility, 

attractivìenìess, and strong influìencìe 

among sports fans. 

Thìe sourcìe crìedibility modìel 

thìeory put forward by Ohanian (1990) is 

thìe main foundation in undìerstanding 

brand ambassador ìeffìectivìenìess, which 

statìes that thìe ìeffìectivìenìess of an 

ìendorsìer is dìetìerminìed by thrìeìe main 

dimìensions: ìexpìertisìe, trustworthinìess, 

and attractivìenìess. Rìesìearch by Aini & 

Hidayat (2025) on thìe influìencìe of 

SEVENTEEN as a brand ambassador on 

Chitato's brand imagìe on social mìedia X 

found that thìe four VisCAP dimìensions 

(visibility, crìedibility, attraction, powìer) 

arìe fulfillìed and thìe influìencìe of thìe 

brand ambassador on brand imagìe 

rìeachìed 89.9%. This finding shows that 

sìelìecting thìe right brand ambassador can 

form positivìe pìercìeptions of thìe brand. 

Anothìer study by Patrick 

Djunianto & Vincìent (2025) analyzing 

thìe ìeffìect of Nìeal Shiplìey as a brand 

ambassador on brand awarìenìess and 

purchasìe intìention of Jack Nicklaus 

Indonìesia consumìers found that thìe 

dimìensions of congruìencìe, crìedibility, 

and attractivìenìess arìe thìe main factors 

influìencing brand ambassador 

ìeffìectivìenìess. Profìessional athlìetìes arìe 

considìerìed to havìe high suitability with 

thìe brand imagìe of sports products, whilìe 

thìeir crìedibility and attractivìenìess 

support thìe ìeffìectivìenìess of markìeting 

mìessagìe dìelivìery. 

Thìe match-up hypothìesis thìeory 

dìevìelopìed by Kahlìe & Homìer (1985) 

statìes that thìe ìeffìectivìenìess of a brand 

ambassador will bìe highìer if thìerìe is a 

match bìetwìeìen thìe ìendorsìer's imagìe and 

thìe brand or product imagìe thìey ìendorsìe. 

In this contìext, profìessional athlìetìes havìe 

a natural fit with sports ìequipmìent 

products, so markìeting mìessagìes arìe 

ìexpìectìed to bìe bìettìer rìecìeivìed by 

consumìers. 

Export Volumìe 

Export volumìe is dìefinìed as thìe 

numbìer of units or total valuìe of goods 

sold by a company from thìe homìe 

country to thìe dìestination country within 

a cìertain pìeriod (Kotabìe & Hìelsìen, 

2020). Export volumìe is a quantitativ ìe 

indicator that rìeflìects a company's ìexport 

pìerformancìe in intìernational markìets, 

unlikìe compìetitivìenìess which is 

qualitativìe and pìercìeptual in naturìe. 

In markìeting rìesìearch, mìeasuring 

ìexport volumìe idìeally usìes sìecondary 

data from companiìes, customs, or 

statistical agìenciìes. Howìevìer, whìen such 

data is not publicly availablìe, rìesìearchìers 

can usìe salìes data from ìe-commìercìe 

platforms as a valid proxy. E-commìercìe 

platforms likìe Shopìeìe can bìe usìed to 

mìeasurìe product salìes pìerformancìe in 

digital rìetail markìets, ìespìecially in 

Southìeast Asian countriìes whìerìe ìe-

commìercìe is a major distribution 

channìel. 

Factors that influìencìe ìexport 

volumìe includìe: ìexport pricìe, promotion 

(including brand ambassador), 

distribution, ìexchangìe ratìes, and dìemand 

in thìe targìet markìet (Lìeonidou ìet al., 

2017). In thìe contìext of this rìesìearch, 

pricìe and brand ambassador arìe thìe main 

focus bìecausìe thìey arìe Mills' main 

stratìegiìes in thìe Malaysian markìet, whilìe 

salìes volumìe on Shopìeìe Malaysia is usìed 

as a proxy for ìexport volumìe. 

 

Thìeorìetical Framìework and 

Hypothìesis Dìevìelopmìent 

1. Rìelationships Bìetwìeìen Pricìe and 

Export Volumìe 

Thìe rìelationship bìetwìeìen pricìe 

and ìexport volumìe is groundìed in thìe 

pìercìeivìed valuìe thìeory (Zìeithaml, 1988), 

which ìexplains that consumìers ìevaluatìe 

products basìed on thìe comparison 

bìetwìeìen pìercìeivìed bìenìefits and 

sacrificìes, whìerìe pricìe rìeprìesìents a 

significant sacrificìe componìent. In 
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intìernational markìets, compìetitivìe 

pricing bìecomìes a critical succìess factor 

as it can attract a largìer consumìer basìe, 

particularly in pricìe-sìensitivìe sìegmìents. 

Thìe Malaysian sports markìet ìexhibits 

polarization whìerìe middlìe-to-lowìer 

sìegmìent consumìers arìe highly pricìe-

sìensitivìe (Euromonitor Intìernational, 

2026), making pricìe a potìentially 

important dìetìerminant of ìexport volumìe. 

Rìesìearch by Anggoro ìet al. (2024) found 

that pricìe significantly influìencìes 

purchasing dìecisions, suggìesting that 

compìetitivìe pricing stratìegiìes can drivìe 

consumìer dìemand. 

H1: Pricìe has a positivìe and significant 

ìeffìect on thìe ìexport volumìe of Mills 

products in thìe Malaysian markìet. 

 

2. Rìelationship Bìetwìeìen Brand 

Ambassador and Export Volumìe 

Thìe rìelationship bìetwìeìen brand 

ambassador and ìexport volumìe is 

fundamìentally groundìed in thìe sourcìe 

crìedibility modìel (Ohanian, 1990), 

which idìentifiìes ìexpìertisìe, 

trustworthinìess, and attractivìenìess as thìe 

primary dimìensions of ìendorsìer 

ìeffìectivìenìess. Profìessional athlìetìes 

naturally ìembody thìesìe dimìensions, 

making thìem particularly ìeffìectivìe for 

sports product ìendorsìemìent. Thìe match-

up hypothìesis (Kahlìe & Homìer, 1985) 

furthìer ìexplains that ìeffìectivìenìess 

incrìeasìes whìen thìerìe is congruìencìe 

bìetwìeìen thìe ìendorsìer's imagìe and thìe 

brand's positioning, which is naturally 

achiìevìed whìen athlìetìes ìendorsìe sports 

ìequipmìent. Rìesìearch by Aini & Hidayat 

(2025) dìemonstratìed that brand 

ambassadors significantly ìenhancìe 

brand imagìe, whilìe Eji (2024) found that 

cìelìebrity ìendorsìemìents ìeffìectivìely 

incrìeasìe brand awarìenìess. Through 

building crìedibility, awarìenìess, and 

consumìer trust, brand ambassadors can 

positivìely influìencìe consumìer 

purchasing dìecisions and ìexport volumìe. 

H2: Brand ambassador has a positivìe and 

significant ìeffìect on thìe ìexport volumìe of 

Mills products in thìe Malaysian markìet. 

 

3. Rìelationship Bìetwìeìen Pricìe and 

Brand Ambassador on Export Volumìe 

Thìe simultanìeous rìelationship 

bìetwìeìen pricìe and brand ambassador is 

groundìed in Portìer's (1980) compìetitivìe 

advantagìe thìeory, which suggìests firms 

can achiìevìe advantagìe through ìeithìer 

cost lìeadìership (compìetitivìe pricing) or 

diffìerìentiation (supìerior brand 

attributìes). Mills combinìes both 

stratìegiìes: offìering compìetitivìe pricìes 

whilìe diffìerìentiating through crìediblìe 

brand ambassador associations and club 

partnìerships, crìeating a synìergistic ìeffìect 

on ìexport volumìe. Thìe Stimulus-

Organism-Rìesponsìe framìework 

(Mulyatun ìet al., 2025) supports this 

synìergy, whìerìe pricìe and brand 

ambassador sìervìe as stimuli that 

influìencìe consumìer statìes and drivìe 

purchasing bìehavior. This combinìed 

approach allows Mills to appìeal to both 

pricìe-sìensitivìe consumìers (attractìed by 

compìetitivìe pricìes) and quality-

conscious consumìers (rìeassurìed by 

profìessional athlìetìe ìendorsìemìents), 

potìentially incrìeasing ovìerall salìes 

volumìe. Rìesìearch by Anggoro ìet al. 

(2024) and Rohmah ìet al. (2025) found 

that pricìe and ìendorsìers simultanìeously 

havìe significant ìeffìects on purchasing 

dìecisions. 

H3: Pricìe and brand ambassador 

simultanìeously havìe a positivìe and 

significant ìeffìect on thìe ìexport volumìe of 

Mills products in thìe Malaysian markìet. 
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Concìeptual Framìework 

Basìed on thìe thìeorìetical 

foundation and hypothìesis dìevìelopmìent, 

thìe concìeptual framìework of this 

rìesìearch can bìe illustratìed as follows: 
 

 

 

Figurìe 1. Concìeptual Framìework 

Thìe rìesìearch paradigm illustratìes 

thìe rìelationship among thrìeìe main 

variablìes: pricìe (X1) and brand 

ambassador (X2) as indìepìendìent 

variablìes, and ìexport volumìe (Y) as thìe 

dìepìendìent variablìe. This study aims to 

ìexaminìe whìethìer pricìe influìencìes ìexport 

volumìe and whìethìer thìe usìe of brand 

ambassadors as a promotional mìedia can 

incrìeasìe thìe ìexport volumìe of Mills 

products in thìe Malaysian markìet. 

 

RESEARCH METHOD 

Rìesìearch Dìesign 

This study usìes a quantitativìe 

approach bìecausìe it aims to ìexplain thìe 

causal rìelationship bìetwìeìen pricìe, brand 

ambassador, and ìexport volumìe in a 

mìeasurablìe way. This approach is 

consistìent with thìe charactìeristics of 

consumìer bìehavior rìesìearch that rìequirìes 

objìectivìe analysis and thìe ability of 

statistical modìels to dìescribìe 

rìelationships bìetwìeìen variablìes. Thìe 

rìesìearch dìesign is causal associativìe, as 

thìe main focus of thìe study is to ìexaminìe 

thìe dirìect and simultanìeous ìeffìects of 

pricìe and brand ambassador on ìexport 

volumìe. 

Population and Samplìe 

Thìe population in this study 

includìes all sports product consumìers in 

Malaysia who havìe purchasìed, usìed, 

known about, or sìeìen promotions for 

Mills products. This population includìes 

Malaysian consumìers ìexposìed to Mills' 

markìeting stratìegiìes, whìethìer through 

profìessional athlìetìe brand ambassadors, 

partnìerships with Tìerìengganu FC as an 

Official Footwìear Partnìer, or through thìe 

Shopìeìe Malaysia ìe-commìercìe platform 

and social mìedia. 

Thìe sampling tìechniquìe usìed for 

primary data was non-probability 

sampling with a purposivìe sampling 

approach. Thìe rìespondìent critìeria 

ìestablishìed wìerìe: (1) at lìeast 17 yìears 

old; (2) domicilìed in Malaysia; and (3) 

havìe purchasìed, usìed, known about, or 

sìeìen promotions for Mills products. 

Givìen that thìe population in this study is 

vìery broad and its ìexact numbìer is 

unknown (infinitìe population), thìe 

samplìe sizìe was dìetìerminìed using thìe 

Lìemìeshow ìet al. (1997) formula for 

unknown populations, which yiìeldìed a 

minimum samplìe of 97 rìespondìents. To 

facilitatìe calculations and anticipatìe 

incomplìetìe quìestionnairìes, thìe 

rìesìearchìer roundìed up thìe samplìe sizìe to 

100 rìespondìents. 

For sìecondary data, a total 

sampling tìechniquìe (cìensus) was usìed, 

whìerìe all mìembìers of thìe population 

wìerìe usìed as rìesìearch samplìes. Basìed on 

obsìervations on thìe Shopìeìe Malaysia 

platform, thìerìe wìerìe 15 products that mìet 

thìe critìeria for analysis. All 15 products 

wìerìe usìed as samplìes in this study. 

 
Data Collìection Mìethod 

Data collìection in this study was 

carriìed out through two complìemìentary 

approachìes. First, a litìeraturìe rìeviìew was 

conductìed by ìexamining acadìemic 

journals, books, and prìevious rìesìearch 

accìessìed through digital platforms such 

H1 

 
H3 

H2 
Brand 

Ambassador 
(X2) 

Price (X₁) 

 

Export 

Volume 

(Y) 
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as Googlìe Scholar, Emìerald Insight, and 

SciìencìeDirìect, as wìell as industry 

rìeports from Euromonitor Intìernational 

and TMO Group. This rìeviìew aimìed to 

strìengthìen thìe thìeorìetical foundation of 

thìe rìesìearch by ìexploring ìestablishìed 

thìeoriìes including pìercìeivìed valuìe 

thìeory (Zìeithaml, 1988), sourcìe 

crìedibility modìel (Ohanian, 1990), and 

compìetitivìe advantagìe thìeory (Portìer, 

1980), whilìe also undìerstanding thìe 

Malaysian sports markìet contìext. 

Sìecond, fiìeld rìesìearch was 

conductìed through quìestionnairìe 

survìeys and documìentation obsìervation. 

Primary data wìerìe collìectìed through an 

onlinìe quìestionnairìe distributìed via 

Googlìe Forms using a 5-point Likìert 

scalìe, consisting of 10 itìems for pricìe 

(X1) and 10 itìems for brand ambassador 

(X2). Thìe quìestionnairìe was distributìed 

through WhatsApp and Instagram to 100 

rìespondìents sìelìectìed using purposivìe 

sampling critìeria: (1) minimum agìe 17 

yìears, (2) domicilìed in Malaysia, and (3) 

having purchasìed, usìed, known about, or 

sìeìen promotions for Mills products. 

Sìecondary data wìerìe collìectìed through 

documìentation obsìervation on Shopìeìe 

Malaysia, rìecording product namìes, 

pricìes, and sold count for 15 Mills 

products as a proxy for ìexport volumìe 

(Y). Thìe combination of primary survìey 

data and sìecondary salìes data ìenablìed a 

comprìehìensivìe analysis of how 

consumìer pìercìeptions of pricìe and brand 

ambassador rìelatìe to actual product salìes 

pìerformancìe in thìe Malaysian markìet. 

 
Data Analysis Tìechniquìe 

Data analysis was pìerformìed 

using thìe Statistical Packagìe for Social 

Sciìencìe (SPSS) vìersion 27. Bìeforìe 

tìesting thìe rìelationships bìetwìeìen 

variablìes, thìe study first ìensurìed that thìe 

instrumìents usìed wìerìe valid and rìeliablìe. 

Validity Tìest: 

Validity tìesting usìed Pìearson 

product momìent with thìe critìerion r-

count > r-tablìe (0.361) at 5% 

significancìe (Ghozali, 2021). An 

instrumìent or quìestionnairìe is considìerìed 

valid if thìe quìestions in thìe instrumìent 

arìe ablìe to rìevìeal what thìe quìestionnairìe 

intìends to mìeasurìe. 

Rìeliability Tìest: 

Rìeliability tìesting usìed 

Cronbach's Alpha with thìe critìerion 

valuìe > 0.60 (Ghozali, 2021). A 

quìestionnairìe is said to bìe rìeliablìe if a 

pìerson's answìers to thìe statìemìents arìe 

stablìe or consistìent ovìer timìe. 

Data Aggrìegation: 

Prior to rìegrìession analysis, 

primary data from 100 rìespondìents wìerìe 

aggrìegatìed to align with thìe rìesìearch unit 

of analysis (15 products). Thìe 

aggrìegation procìess involvìed thrìeìe stìeps: 

(1) calculating X1 and X2 scorìes pìer 

rìespondìent by avìeraging rìesponsìes 

across all itìems for ìeach variablìe; (2) 

mapping rìespondìents to thìe products 

thìey knìew; and (3) calculating thìe 

avìeragìe X1 and X2 scorìes for ìeach 

product basìed on thìe rìespondìents who 

knìew that product. This rìesultìed in 15 

aggrìegatìed data points for X1, X2, and Y 

(sold count) that wìerìe usìed in thìe 

rìegrìession analysis. 

Dìescriptivìe Analysis: 

Dìescriptivìe analysis was usìed to 

providìe a gìenìeral ovìerviìew of thìe samplìe 

data distribution by considìering thìe 

minimum, maximum, mìean (avìeragìe), 

and standard dìeviation valuìes of ìeach 

variablìe (Sugiyono, 2022). 

 

Classical Assumption Tìest: 

• Normality tìest using Kolmogorov-

Smirnov and Shapiro-Wilk with 

thìe critìerion that if thìe significancìe 

valuìe > 0.05, thìe data is normally 

distributìed. 
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• Multicollinìearity tìest using 

Tolìerancìe and VIF with thìe 

critìerion that if Tolìerancìe > 0.10 

and VIF < 10, thìerìe is no 

multicollinìearity. 

• Hìetìeroscìedasticity tìest using 

Glìejsìer with thìe critìerion that if thìe 

significancìe valuìe > 0.05, thìerìe is 

no hìetìeroscìedasticity. 

• Linìearity tìest using Dìeviation from 

Linìearity with thìe critìerion that if 

thìe significancìe valuìe > 0,05, thìe 

rìelationship bìetwìeìen variablìes is 

linìear. 
Multiplìe Linìear Rìegrìession Analysis: 

Usìed to dìetìerminìe thìe dirìection 

and magnitudìe of thìe influìencìe of 

indìepìendìent variablìes on thìe dìepìendìent 

variablìe. Thìe ìequation is Y = a + β1X1 + 

β2X2 + ìe (Sugiyono, 2022). 

Coìefficiìent of Dìetìermination (R²): 

Usìed to mìeasurìe how wìell thìe modìel can 

ìexplain variations in thìe dìepìendìent 

variablìe (Ghozali, 2021). 

Hypothìesis Tìesting: 

• Partial t-tìest with thìe critìerion if 

significancìe < 0.05, thìe 

indìepìendìent variablìe has a 

significant ìeffìect on thìe dìepìendìent 

variablìe. 

• Simultanìeous F-tìest with thìe 

critìerion if significancìe < 0.05, thìe 

indìepìendìent variablìes 

simultanìeously havìe a significant 

ìeffìect on thìe dìepìendìent variablìe. 

RESULT AND DISCUSSION 

Rìespondìent Charactìeristics 

Data from 100 rìespondìents 

providìes a strong picturìe of consumìer 

bìehavior ìexposìed to Mills' markìeting 

stratìegiìes in Malaysia. Thìe majority of 

rìespondìents wìerìe malìe (80%), rìeflìecting 

malìe dominancìe among sports product 

consumìers. Thìe agìe rangìe of rìespondìents 

was dominatìed by thìe 26-35 yìear agìe 

group (42%) and 17-25 yìears (41%), 

which arìe productivìe agìe groups 

with a high intìerìest in activìe lifìestylìes 

and sports. Basìed on domicilìe, 

rìespondìents camìe from various statìes in 

Malaysia, with thìe majority from Kuala 

Lumpur (28%), Sìelangor (21%), Johor 

(19%), and Tìerìengganu (18%). 

Basìed on thìe first sourcìe of 

information about Mills products, 

athlìetìes/brand ambassadors bìecamìe thìe 

most dominant sourcìe (33%), followìed 

by social mìedia (28%), Shopìeìe/Mills 

Malaysia wìebsitìe (18%), and Mills' 

collaboration with Tìerìengganu FC 

(16%). This finding indicatìes that thìe 

sourcìe crìedibility modìel approach 

implìemìentìed by Mills through 

profìessional athlìetìes is ìeffìectivìe in 

rìeaching consumìers. Thìe products most 

known by rìespondìents wìerìe Mills 

Voltasala Apìex M2 Primìe (51%) and 

Mills Enìermax Dynìeplatìe (50%). 

 

Dìescriptivìe Analysis 

Pricìe Variablìe (X1): 
Thìe ovìerall avìeragìe scorìe was 

3.60 in thìe "Good" catìegory. Thìe highìest 

avìeragìe was in thìe statìemìent rìegarding 

pricìe transparìency (3.83) in thìe "Good" 

catìegory, indicating that consumìers 

pìercìeivìe Mills as good at convìeying 

pricìe information clìearly. Thìe lowìest 

avìeragìe was in thìe statìemìents rìegarding 

pricìe compìetitivìenìess and pricìe-valuìe 

congruìencìe (3.41-3.44) in thìe "Good" 

catìegory, indicating that consumìer 

pìercìeptions of Mills' pricìe 

compìetitivìenìess still nìeìed improvìemìent. 

Brand Ambassador Variablìe (X2): 

Thìe ovìerall avìeragìe scorìe was 

3.68 in thìe "Good" catìegory. Thìe highìest 

avìeragìe was in thìe statìemìent rìegarding 

powìer/influìencìe (3.79) and confidìencìe 

that brand ambassadors usìe Mills 

products thìemsìelvìes (3.77) in thìe 

"Good" catìegory, indicating that Mills' 

brand ambassadors havìe succìeìedìed in 

building consumìer trust. Thìe lowìest 

avìeragìe was in thìe statìemìent rìegarding 
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athlìetìe achiìevìemìents (3.50) and trust in 

brand ambassadors (3.60) in thìe "Good" 

catìegory. 

Export Volumìe Variablìe (Y): 

Thìe total sold count from thìe 15 

products was 340 units with an avìeragìe 

of 22.67 units pìer product. Thìe product 

with thìe highìest salìes was Mills Flamìe 

2.0 (56 units), whilìe thìe lowìest salìes 

wìerìe Mills Enìermax Nìergìetic and Mills 

Ultras Drìeamìer 2 (4 units ìeach). 

 

Validity and Rìeliability Tìest Rìesults 

Validity Tìest: 

 

8 0.685 0.361 Valid 

9 0.705 0.361 Valid 

10 0.451 0.361 Valid 

According to Ghozali (2021), a 

variablìe is considìerìed rìeliablìe if it has a 

Cronbach's Alpha valuìe grìeatìer than 

0.60. Thìe Cronbach's Alpha valuìes for 

all variablìes ìexcìeìed 0.60: pricìe (0.740), 

and brand ambassador (0.826). This 

indicatìes that all variablìes in this study 

mìeìet thìe rìeliability critìeria. Thìe 

following tablìe prìesìents thìe rìesults of thìe 

rìeliability tìest in this study: 
Tabìel 3. Rìeliability Statistics 

Thìe validity tìest rìesults indicatìe 

that all itìems in thìe pricìe variablìe havìe r- 

count valuìes grìeatìer than thìe critical 

rtablìe valuìe (0.361). Thìe obtainìed r-
valuìes rangìe from 0.372 to 0.762. 
Tabìel 1. Validity of Intrinsic Pricìe Variablìe 

 

Quìestion 

Itìem 

r count r tablìe Tìest 

Rìesult 

1 0.576 0.361 Valid 

2 0.578 0.361 Valid 

3 0.484 0.361 Valid 

4 0.762 0.361 Valid 

5 0.390 0.361 Valid 

6 0.611 0.361 Valid 

7 0.372 0.361 Valid 

8 0.722 0.361 Valid 

9 0.654 0.361 Valid 

10 0.487 0.361 Valid 

For thìe brand ambassador 

variablìe, all statìemìent itìems also show r-

count valuìes ìexcìeìeding thìe critical r-

tablìe valuìe, ranging from 0.435 to 0.811. 
Tabìel 2. Validity of Intrinsic Brand 

Ambassador Variablìe 

Basìed on thìe data procìessing 

rìesults, thìe Cronbach's Alpha valuìes for 

all variablìes ìexcìeìed 0.60, indicating that 

all variablìes in this study mìeìet thìe 

rìeliability critìeria. Thus, it can bìe 

concludìed that all statìemìent itìems for thìe 

pricìe, and brand ambassador, variablìes 

arìe rìeliablìe. This mìeans that thìe rìesìearch 

instrumìent has a good lìevìel of 

consistìency and is capablìe of producing 

trustworthy data. 

Classical Assumption Tìest 

Normality Tìest 

Thìe Kolmogorov-Smirnov tìest 

producìed a significancìe valuìe of 0.200 

and thìe Shapiro-Wilk tìest producìed a 

valuìe of 0.060. Both significancìe valuìes 

arìe > 0.05, so it can bìe concludìed that thìe 

data in this study arìe normally 

distributìed. 

Tabìel 4. Normality Tìest Rìesults 

 
Tìests of Normality 

Kolmogorov-Smirnova Shapiro-Wilk 

 

Statistic 
 

df 
 

Sig. 
 

Statistic 
 

df 
 

Sig. 

Unstandardizìed 

Rìesidual 

,162 15 ,200* ,887 15 ,060 

*. This is a lowìer bound of thìe truìe significancìe. 

a. Lilliìefors Significanc ìe Corrìection 

Question 

Item 

r count r table Test 

Result 

1 0.642 0.361 Valid 

2 0.435 0.361 Valid 

3 0.570 0.361 Valid 

4 0.506 0.361 Valid 

5 0.811 0.361 Valid 

6 0.586 0.361 Valid 

7 0.807 0.361 Valid 

 

Variable Cronbach’s 

Alpha 

N of 

Items 

Test 

Result 
X1 0.740 10 Reliable 

X2  0.826  10  Reliable  
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Multicollinìearity Tìest Rìesults 

Thìe Tolìerancìe valuìe for both 

variablìes was 0.930 (> 0.10) and thìe VIF 

valuìe was 1.076 (< 10). Thìesìe rìesults 

indicatìe that thìerìe is no multicollinìearity 

in thìe rìegrìession modìel. 

Tabìel 5. Multicollinìearity Tìest Rìesults 
 

Coìefficiìentsa 

 

 

Unstandardizìe 

d Coìefficiìents 

Standar 

dizìed 

Coìeffici 

ìents 

 

Bìeta 

 

 

 

 

 

 

 

t 

 

 

 

 

 

 

 

Sig. 

 

95,0% 

Confidìencìe 

Intìerval for B 

 

 

Collinìearity 

Statistics 

 

Modìel B 

Std. 

Error 

Lowìer 

Bound 

Uppìer 

Bound 

Tolìer 

ancìe 
 

VIF 

1 (Constant) 28,218 181,7 

35 
 ,155 ,879 - 

367,74 

8 

424,18 

5 
  

Harga 33,229 42,47 

3 

,224 ,782 ,449 - 

59,313 

125,77 

0 

,930 1,076 

BrandAmbassad 

or 

-34,084 38,95 

8 

-,251 -,875 ,399 - 

118,96 

6 

50,797 ,930 1,076 

a. Dìepìendìent Variablìe: Volumìe Pìe njuala n (Sold Cou nt)      

Hìetìeroscìedasticity Tìest 

Thìe Glìejsìer tìest showìed 

significancìe valuìes of 0.124 for thìe pricìe 

variablìe and 0.495 for thìe brand 

ambassador variablìe. Both significancìe 

valuìes arìe > 0.05, so it can bìe concludìed 

that thìerìe is no hìetìeroscìedasticity in thìe 

rìegrìession modìel. 

Tabìel 6. Hìetìeroscìedasticity Tìest Rìesult 

 

 

 

 

 
1 

 

 
 
 

 
 
 

 
 

 
a. 

 

Linìearity Tìest 

Thìe significancìe valuìe on 

Dìeviation from Linìearity for thìe X1 to Y 

rìelationship was 0.432 and for thìe X2 to 

Y rìelationship was 0.444. Both 

significancìe valuìes arìe > 0.05, so it can 

bìe concludìed that thìe rìelationship 

bìetwìeìen thìe indìepìendìent variablìes and 

thìe dìepìendìent variablìe is linìear. 

Tabìel 7. Linìearity Tìest Rìesult 
 

ANOVA Tablìe 

Sum of 

Squarìes 
 

df 

Mìean 

Squarìe 
 

F 
 

Sig. 

VolumìeEkspor Bìetwìeìen 

* Harga Groups 

(Combinìed) 2874,733 11 261,339 1,322 ,459 

Linìearity 86,224 1 86,224 ,436 ,556 

Dìeviation from 

Linìearity 

2788,510 10 278,851 1,411 ,432 

 Within Groups 593,000 3 197,667   

Total 3467,733 14 

 
Sum of 

Squarìes 
 

df 

Mìean 

Squarìe 
 

F 
 

Sig. 

VolumìeEkspor * Bìetwìeìen 

BrandAmbassador Groups 

(Combinìed) 2865,733 11 260,521 1,298 ,466 

Linìearity 126,860 1 126,860 ,632 ,485 

Dìeviation from 

Linìearity 

2738,873 10 273,887 1,365 ,444 

 Within Groups 602,000 3 200,667   

Total 3467,733 14 

Multiplìe Linìear Rìegrìession Analysis 

Thìe multiplìe linìear rìegrìession 

analysis rìesultìed in thìe following 

ìequation: 
Tabìel 8. Multiplìe Linìear Rìegrìession Analysis 

 

 

Unstandardizìed Coìefficiìents 

Standardizìed 

Coìefficiìents 

Bìeta 

 

 

 

t 

 

 

 

Sig. Modìel B Std. Error 

1 (Constant) 28,218 181,735  ,155 ,879 

Harga 33,229 42,473 ,224 ,782 ,449 

BrandAmbassador -34,084 38,958 -,251 -,875 ,399 

Y = 28,218 + 33,229X₁ - 34,084X₂ + ìe 

Thìe constant valuìe (a) of 28.218 

mìeans that whìen thìe indìepìendìent 

variablìes arìe considìerìed constant, thìe 

ìexport volumìe valuìe rìemains at 28.218 

units. Thìe pricìe coìefficiìent of 33.229 

mìeans that ìeach onìe-unit incrìeasìe in 

pricìe will incrìeasìe ìexport volumìe by 

33.229 units. Thìe brand ambassador 

coìefficiìent of -34.084 mìeans that ìeach 

onìe-unit incrìeasìe in brand ambassador 

will actually dìecrìeasìe ìexport volumìe by 

34.084 units. 

Coìefficiìent of Dìetìermination (R²) 

According to Sugiyono (2022), 

rìegrìession analysis is usìed to dìetìerminìe 

thìe dirìection and magnitudìe of thìe 

influìencìe of indìepìendìent variablìes on thìe 

dìepìendìent variablìe. 

Tabìel 9. Coìefficiìent of Dìetìermination (R²) 
 

Modìel Summary 

Modìel R R Squarìe Adjustìed R Squarìe Std. Error of thìe Estimatìe 

1 ,289a ,083 -,069 16,276 

a. Prìedictors: (Constant), BrandAmbassador, Harga 

Thìe R Squarìe valuìe of 0.083 

indicatìes that jointly, thìe pricìe and brand 

Coefficientsa 

 

Unstandardized 

Coefficients 

Standardize 

d 

Coefficients 

 

 

 

 

Beta 

 

 

 

 

 

 

 

 

 

t 

 

 

 

 

 

 

 

Sig 

. 

95,0% 

Confidence 

Interval for B 

 

Collinearity 

Statistics 

 

 

 

 

Model 

 

 

 

 

B 

 

Std. 

Erro 

r 

 

 

Lower 

Bound 

Uppe 

r 

Boun 

d 

 

 

Toleranc 

e 

 

 

 

 

VIF 

 (Constant) - 92,42  - ,09 - 31,15   
 170,22 4 1,84 0 371,59 2 

 3  2  7  

 Harga 35,745 21,60 ,427 1,65 ,12 - 82,80 ,930 1,07 

  1  5 4 11,318 9  6 

 BrandAmbassad 13,935 19,81 ,182 ,703 ,49 - 57,10 ,930 1,07 

or  3   5 29,233 2  6 

 Dependent Variab le: ABS_ RES        
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ambassador variablìes arìe only ablìe to 

ìexplain 8.3% of thìe variation in Mills 

product ìexport volumìe in thìe Malaysian 

markìet. Thìe Adjustìed R Squarìe valuìe of 

-0.069 (nìegativìe) indicatìes that aftìer 

adjusting for thìe numbìer of indìepìendìent 

variablìes and samplìe sizìe, thìe rìegrìession 

modìel usìed is unablìe to ìexplain thìe 

variation in thìe dìepìendìent variablìe. Thìe 

rìemaining 91.7% is ìexplainìed by othìer 

variablìes not ìexaminìed in this study. 

Hypothìesis Tìesting 

Partial Tìest (t-tìest) 

Thìe pricìe variablìe (X1) obtainìed 

a significancìe valuìe of 0.449 > 0.05 and 

t-count of 0.782 < t-tablìe 2.160, thus H1 

is rìejìectìed. This mìeans that pricìe has no 

significant ìeffìect on thìe ìexport volumìe of 

Mills products in thìe Malaysian markìet. 

Thìe brand ambassador variablìe (X2) 

obtainìed a significancìe valuìe of 

0.399 > 0.05 and t-count of -0.875 < t-

tablìe 2.160, thus H2 is rìejìectìed. This 

mìeans that brand ambassador has no 

significant ìeffìect on thìe ìexport volumìe of 

Mills products in thìe Malaysian markìet 
Simultanìeous Tìest (F-Tìest) 

Thìe dìecision critìeria for thìe F-

tìest arìe as follows: 

1. If thìe significancìe valuìe is lìess 

than 0.05, thìe indìepìendìent variablìes 

simultanìeously havìe a significant ìeffìect 

on thìe dìepìendìent variablìe. 

2. If thìe significancìe valuìe is 

grìeatìer than 0.05, thìe indìepìendìent 

variablìes simultanìeously do not havìe a 

significant ìeffìect. 

Tabìel 10. Simultanìeous Tìest 

 
ANOVAa 

Modìel Sum of Squarìes df Mìean Squarìe F Sig. 

1 Rìegrìession 288,989 2 144,494 ,545 ,593b 

 Rìesidual 3178,744 12 264,895   

 Total 3467,733 14    

a. Dìepìendìent Variablìe: VolumìeEkspor 

b. Prìedictors: (Constant), BrandAmbassador, Harga 

Aftìer conducting thìe F-tìest, thìe 

rìesults showìed that thìe significancìe 

valuìe in thìe F-tìest was 0.593 > 0.05 and 

F-count 0.545 < F-tablìe 3.885, thus H3 is 

rìejìectìed. This mìeans that pricìe and brand 

ambassador simultanìeously havìe no 

significant ìeffìect on thìe ìexport volumìe of 

Mills products in thìe Malaysian markìet. 

 

Discussion 

Influìencìe of Pricìe on Export Volumìe 

Thìe rìesìearch rìesults show that 

pricìe has no significant ìeffìect on thìe 

ìexport volumìe of Mills products in thìe 

Malaysian markìet (t-count 0.782 < t-

tablìe 2.160, sig. 0.449 > 0.05). This 

finding doìes not support thìe pìercìeivìed 

valuìe thìeory (Zìeithaml, 1988), which 

statìes that consumìers ìevaluatìe products 

basìed on thìe comparison bìetwìeìen 

bìenìefits and sacrificìes. This rìesult 

contradicts rìesìearch by Anggoro ìet al. 

(2024), which found that pricìe 

significantly influìencìes purchasing 

dìecisions for Erigo products on Shopìeìe. 

Sìevìeral factors can ìexplain this finding. 

First, Malaysian sports consumìers, 

particularly athlìetìes and activìe 

individuals, may prioritizìe product 

quality and pìerformancìe ovìer pricìe whìen 

sìelìecting sports ìequipmìent, as 

pìerformancìe-rìelatìed products arìe 

considìerìed high-involvìemìent purchasìes 

whìerìe quality is paramount. Sìecond, thìe 

Malaysian sports markìet is dominatìed by 

global brands with strong brand ìequity, 

and Mills as an ìemìerging brand may not 

yìet havìe sufficiìent brand awarìenìess for 

pricìe to bìe a primary considìeration. 

Third, othìer factors such as product 

quality, tìechnological innovation (ìe.g., 

carbon platìe tìechnology), and 

distribution channìels may bìe morìe 

dominant in influìencing purchasing 

dìecisions than pricìe alonìe. Fourth, thìe 

pricìe sìensitivity may vary across 

diffìerìent consumìer sìegmìents, and thìe 

rìespondìents in this study may rìeprìesìent 

sìegmìents that arìe lìess pricìe-sìensitivìe. 

Thìesìe findings suggìest that Mills should 
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focus on strìengthìening product quality 

and brand positioning rathìer than rìelying 

primarily on compìetitivìe pricing as a 

compìetitivìe advantagìe in thìe Malaysian 

markìet. 

 

Influìencìe of Brand Ambassador on 

Export Volumìe 

Thìe rìesìearch rìesults show that 

brand ambassador has no significant 

ìeffìect on thìe ìexport volumìe of Mills 

products in thìe Malaysian markìet (t-

count -0.875 < t-tablìe 2.160, sig. 0.399 > 

0.05). This finding doìes not support thìe 

sourcìe crìedibility modìel (Ohanian, 

1990), which statìes that thìe ìeffìectivìenìess 

of a brand ambassador is dìetìerminìed by 

ìexpìertisìe, trustworthinìess, and 

attractivìenìess. This rìesult contradicts 

rìesìearch by Aini & Hidayat (2025), 

which found that brand ambassadors 

significantly influìencìe brand imagìe. 

Sìevìeral factors can ìexplain this finding. 

First, thìe rìelativìely low brand awarìenìess 

of Mills in Malaysia comparìed to 

ìestablishìed global brands likìe Nikìe and 

Adidas mìeans that ìevìen crìediblìe brand 

ambassadors may havìe limitìed impact on 

consumìer dìecisions. Sìecond, thìe limitìed 

ìexposurìe of brand ambassadors in 

mainstrìeam Malaysian mìedia may 

rìeducìe thìeir ìeffìectivìenìess in rìeaching 

targìet consumìers. Third, cultural and 

consumìer prìefìerìencìe diffìerìencìes in 

Malaysia suggìest that consumìers may bìe 

morìe influìencìed by rìecommìendations 

from fìellow consumìers, pìeìers, or 

coachìes within thìeir sports communitiìes 

rathìer than formal brand ambassador 

ìendorsìemìents. Fourth, profìessional 

athlìetìes as brand ambassadors may 

influìencìe brand awarìenìess rathìer than 

dirìectly driving immìediatìe purchasing 

dìecisions. Fifth, thìe ìeffìectivìenìess of 

brand ambassadors may dìepìend on thìe 

spìecific athlìetìes chosìen, and Mills' brand 

ambassadors may not havìe strong 

rìecognition or appìeal among thìe 

Malaysian consumìer basìe. Thìesìe 

findings suggìest that Mills should 

considìer incrìeasing brand ambassador 

ìexposurìe through mainstrìeam mìedia and 

ìexploring altìernativìe markìeting 

approachìes such as community-basìed 

markìeting, word-of-mouth campaigns, 

and dirìect athlìetìe ìengagìemìent at thìe 

grassroots lìevìel, rathìer than solìely 

rìelying on brand ambassador stratìegiìes 

to incrìeasìe salìes volumìe. 

 

Simultanìeous Influìencìe of Pricìe and 

Brand Ambassador on Export Volumìe 

Thìe simultanìeous tìest rìesults show that 

pricìe and brand ambassador togìethìer 

havìe no significant ìeffìect on ìexport 

volumìe (F-count 0.545 < F-tablìe 3.885, 

sig. 0.593 > 0.05), rìeinforcìed by thìe 

nìegativìe Adjustìed R Squarìe valuìe of - 

0.069. This finding is not in linìe with 

rìesìearch by Anggoro ìet al. (2024), which 

found that pricìe, brand ambassador, and 

brand imagìe simultanìeously significantly 

affìect purchasing dìecisions. Thìe nìegativìe 

Adjustìed R Squarìe indicatìes that thìe 

rìegrìession modìel usìed is unablìe to 

ìexplain thìe variation in thìe dìepìendìent 

variablìe, mìeaning thìerìe arìe othìer factors 

bìeyond pricìe and brand ambassador that 

arìe morìe dominant in influìencing ìexport 

volumìe. Thìesìe factors may includìe: (1) 

product quality and pìerformancìe, whìerìe 

futsal athlìetìes and sports consumìers 

highly prioritizìe product fìeaturìes such as 

comfort, durability, and tìechnology that 

can support thìeir pìerformancìe; (2) 

distribution channìels, including thìe 

ìeffìectivìenìess of Shopìeìe as a platform 

and thìe availability of products in 

physical storìes; (3) salìes promotions 

such as discounts, bundlìes, and sìeasonal 

offìers that may havìe a morìe immìediatìe 

impact on consumìer dìecisions; (4) 

product innovation and tìechnological 

advancìemìents, as ìevidìencìed by thìe high 
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salìes volumìe of Enìermax Dynìeplatìe 

which fìeaturìes innovativìe carbon platìe 

tìechnology; (5) brand imagìe and trust 

built through consistìent product quality 

and positivìe customìer ìexpìeriìencìes; and 

(6) word-of-mouth and rìecommìendations 

from fellow athletes, coaches, and sports 

communities, which may be more 

influential than formal marketing 

communications. These findings suggest 

that Mills should conduct a more 

comprehensive evaluation of its 

marketing strategy, considering the 

influence of these broader factors to 

effectively increase export volume in the 

Malaysian market. 

 

CONCLUSION AND SUGGESTION 

Conclusion 

Based on the findings and 

discussion presented above, it can be 

concluded that: 

1. Price does not have a significant 

effect on the export volume of Mills 

products in the Malaysian market. This 

indicates that price is not the main factor 

driving Malaysian consumers to 

purchase Mills products. Purchasing 

decisions are more based on other 

considerations such as product quality, 

technological innovation, and 

distribution. 

 

2. Brand Ambassador does not have a 

significant effect on the export volume 

of Mills products in the Malaysian 

market. This shows that the presence of 

brand ambassadors does not directly 

drive an increase in sales volume. 

Malaysian consumers may be more 

influenced by recommendations from 

fellow consumers or sports communities 

compared to brand ambassadors. 

3. There is no simultaneous effect of 

price and brand ambassador on the 

export volume of Mills products in the 

Malaysian market. The negative 

Adjusted R Square value indicates that 

these two variables are unable to explain 

the variation in export volume, and there 

are other factors that are more dominant 

in influencing sales volume. 

 

Suggestion 

For Mills Management 

The research results showing no 

significant effect of price and brand 

ambassador on export volume indicate 

the need for a strategic shift. Mills 

management is advised to shift the focus 

of marketing strategy toward product 

quality development and technological 

innovation, as reflected in the high sales 

volume of the Enermax Dyneplate 

product equipped with carbon plate 

technology. In addition, Mills needs to 

increase the exposure of brand 

ambassadors in mainstream Malaysian 

media and strengthen strategic 

partnerships with Terengganu FC as an 

Official Footwear Partner. Mills is also 

advised to optimize distribution channels 

through the Shopee e-commerce 

platform with more aggressive sales 

promotion strategies, as well as to 

increase brand awareness for products 

other than futsal such as jerseys and 

casual shoes which still have low levels 

of consumer awareness. 

 

For Future Researchers 

Since the results of this study show that 

price and brand ambassador are only able 

to explain 8.3% of the variation in export 

volume, it is recommended to examine 

other variables suspected to be more 

dominant such as product quality, 

technological innovation, brand image, 

distribution, and sales promotions. 

Future researchers can also conduct 

comparative studies between Indonesian 

brands and global brands in the 

Malaysian market, as well as use longer 

research periods (longitudinal studies) to 

observe dynamic changes in consumer 
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behavior over time. Qualitative research 

through in-depth interviews or focus 

group discussions is also recommended 

to explore the factors that are actually the 

main considerations for Malaysian 

consumers in purchasing decisions for 

sports products, so as to complement the 

quantitative findings obtained in this 

study. 
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